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Abstract 
This paper reports the feasibility and methodological considerations of using the Short 
Message System Experience Sampling (SMS-ES) Method, which is an experience 
sampling research method developed to assist researchers to collect repeat measures of 
consumers’ affective experiences. The method combines SMS with web-based 
technology in a simple yet effective way. It is described using a practical 
implementation study that collected consumers’ emotions in response to using mobile 
phones in everyday situations. The method is further evaluated in terms of the quality of 
data collected in the study, as well as against the methodological considerations for 
experience sampling studies. These two evaluations suggest that the SMS-ES Method is 
both a valid and reliable approach for collecting consumers’ affective experiences. 
Moreover, the method can be applied across a range of for-profit and not-for-profit 
contexts where researchers want to capture repeated measures of consumers’ affective 
experiences occurring over a period of time. The benefits of the method are discussed to 
assist researchers who wish to apply the SMS-ES Method in their own research designs.  
 
Keywords: mobile phones for data collection, consumer emotions, experience sampling 
method, innovative research design 
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Introduction 
 
Market researchers and academia are increasingly interested in capturing consumers’ 
affective experiences with products and services in everyday situations as they occur 
and in some instances, over a period of time. Having access to this experiential data 
enhances strategic decision-making for practitioners and their clients, as well as 
providing an improved understanding of consumer behaviour (Medeiros & Blades, 
2008). But how can researchers collect such data in a methodologically appropriate and 
cost effective way? One method is the diary approach where respondents write up their 
experiences on a daily basis (e.g. Götze, Prange & Uhrovska 2009). Researchers, 
however, may not wish to collect such extensive information or deal with the qualitative 
analysis involved, alongside its attendant concerns about small samples, generalisability 
of findings and representativeness (Bock & Sergeant 2002).  
A second approach is the experience sampling method (ESM) that was initially 
developed by Csikszentmihalyi to measure flow in everyday experiences 
(Csikszentmihalyi, Larson & Prescott 1977). In an ESM study, participants are alerted 
at a number of random intervals in a day over a specified period of days. At each alert 
they complete a brief survey, resulting in repeat measures (Bolger et al. 2003). The data 
from these surveys is then keyed into the selected statistical package with the attendant 
costs involved with hiring someone to do this task and the potential for manual handling 
errors. With the more recent developments in interactive communication technologies 
(ICTs), collecting consumers’ experiential data has become more effective and efficient 
for market research (Medeiros & Blades 2008), marketing academics (Townsend 2005;  
Okazaki 2007), and researchers interested in using an ESM methodology (e.g. Conner 
Christensen et al. 2003; Raento et al., 2009; Scollen et al. 2003).  
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In extending the integration of ICTS into EMS, it has been recognised that the 
mobile phone is an ideal communication technology for such research but one that has 
not been explored in any great depth in the academic literature. The mobile phones has 
good potential as a data collection tool in a range of experiential research contexts 
because it: (1) is with an individual most of the time (Sultan & Rohm 2005; 2009), (2) 
is more integrated into people’s daily lives than other technologies (Collins et al. 2003; 
Raento et al., 2009), and (3) is more readily accessible in a range of consumer 
behaviour situations (Medeiros & Blades 2008; Commons, Rens and Miller 2004; 
Raento et al., 2009; Townsend 2005). 
From a commercial perspective, Medeiros and Blades (2008) reported on the use 
of SMS as part of a proprietary tracking system. In this system, SMS is used to collect 
consumers’ experiences with brands.  Similar to an ESM study, participants are required 
to participate over a week and send in simple coded SMS messages related to their 
interactions with a range of specified brands of products.  This data then forms part of 
an extensive reporting system regarding consumer touchpoints with the particular 
product being investigated.  While the system is comprehensive in terms of how it 
integrates Web  2.0 technologies into tracking integrated marketing campaigns, it is by 
no means alone. It is acknowledged that there are a number of commercial organisations 
that offer mobile phone solutions to conducting market research for example: the 
delivery of single SMS survey questions with single responses, software application 
downloads on WAP enabled phones or of course Mobile Internet surveys.   
For those involved on the academic side of consumer behaviour research, the 
need to more fully understand some of the methodological considerations involved with 
conducting research through mobile phones is limited (Okazaki, 2007; Raento et al., 
2009). Moreover, research of this nature is fragmented across a range of disciplines and 
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the possibilities of incorporating mobile phone technology into consumer research 
methods in general, and ESM methods specifically, remains under-represented in the 
marketing literature. 
 While it is recognised that mobile phones are being used by commercial 
companies to assist in gathering data in a marketing context, the purpose of this paper is 
to discuss mobile phone-based data collection in an ESM methodology.  To this end we 
describe a method that integrates a paper-based survey and mobile phone technology 
into the research design to capture both affective experiences and repeat measures of 
consumer data in the same study. SMS is combined with web-based technology to not 
only alert the participants to complete their daily surveys but to receive and collate the 
data in the participants’ SMS survey responses each time. We have named it the Short 
Messaging System Experience Sampling (SMS-ES) Method and it provides a means for 
researchers to obtain more extensive sets of quantitative data from respondents using 
this combination in an effective, simple and easy to use way.  
We describe our method and how it was implemented in a practical study to 
evaluate the quality of the data collected and to assess the method using key 
methodological issues in ESM research to determine its validity and reliability. To 
achieve this, the paper is structured as follows. First, we discuss studies that have 
integrated ICTs into ESM studies. The SMS-ES Method and procedures are then 
described using our own study as a practical example. Next, we evaluate the quality of 
the data collected and the performance of the method based on key methodological 
issues in ESM research. The paper concludes with our suggestions for other practical 
applications of this method and some advice for researchers.  
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Experience Sampling Method and Interactive Communication Technologies 
An ESM study requires researchers to alert participants a number of times each day 
over a specified period of time. At each alert, participants report on their physical and/or 
mental activities, known as momentary assessment data, occurring at or around the time 
of the interruption. Momentary assessment data can include emotions or other affective 
experiences, as well as behaviours such as engagement in particular activities. This data 
is collected using a structured survey instrument known as an experience sampling form 
or ESF (Bolger et al. 2003). Traditionally, electronic pagers or programmable digital 
watches are often used to alert participants and paper-based ESFs are typically provided 
in booklet form for the duration of the study. These forms were handed back to the 
researcher at specified points during the data collection period for manual entry into the 
relevant statistical program (Bolger et al. 2003). However, the increased availability of 
computers and web-based technologies provide greater opportunities to integrate new 
technologies into ESM studies and provide efficient ways for academic researchers to 
collect momentary assessment data. 
 
Integrating Computers and Web-Based Technologies in Experience Sampling 
Methods 
 
In some instances, the integration of computers and web-based technologies into an 
ESM study can completely replace pen-and-paper ESFs, providing an effective and 
cost-efficient way for researchers to collect and collate momentary experience data 
(Conner Christensen et al. 2003; Scollen et al. 2003). For example, the diffusion of the 
Internet into many homes and workplaces has resulted in ESM studies that use web-
based ESFs to collect data (e.g. Ilies & Judge 2002; Fuller et al. 2003). Using this 
approach, participants receive email alerts several times each day and click on the 
embedded URL to access and complete the ESF. Upon submission, this data is 
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automatically collated into a database, eliminating the need for manual data entry. 
While there are advantages to the web-based ESM approach in terms of cost-
effectiveness, it requires the participants to be at a computer to receive their email alert 
and input their responses, or else their participation may be disrupted (Fuller et al. 
2003). The use of web-based ESM studies also limits the types of experiences that 
researchers can investigate. For example, it cannot collect data on individuals’ affective 
experiences involved with their everyday consumption of products and services when 
away from fixed access to computers, such as home or work.  
 
Integrating Hand-Held Computers into Experience Sampling Methods 
An extension to the web-based method is the use of hand-held computers or personal 
data assistants (Conner Christensen et al. 2003). These devices provide ways to collect 
momentary assessment data regardless of where the participant is located at the time of 
the alert. Additionally, the technology not only provides the pre-programmed random 
alerts but also on-screen ESFs for participants to complete each time (e.g. Beal & Weiss 
2003; Wilhelm, Schoebi & Perrez 2004). The data are downloaded to a computer at 
regular intervals and automatically collated (Conner Christensen et al. 2003).  
While the use of hand-held computers is of benefit to ESM studies, these 
benefits have to be weighed against their limitations, which include the cost of 
obtaining and maintaining the devices and the need for one-on-one participant and 
research assistant training on the use of the technology and the software. These 
limitations suggest that for large samples or research where participants are 
geographically dispersed and cannot meet face-to-face with the research team, using 
hand-held computers may not be the most effective approach (Bolger et al. 2003; 
Conner Christensen et al. 2003).  
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However, many of the limitations of hand-held computers can be overcome 
through another hand-held communication technology: the mobile phone. Three studies 
have been located that discuss the feasibility and methodological considerations of 
using mobile phones in consumer behaviour data collection. Okazaki (2007) discusses 
mobile-based web surveys, while Cohen & Lemish (2003) and Collins et al. (2003) 
assess the use of mobile phones for collecting momentary assessment data.  
 
Using Mobile Phone-Based Internet Surveys in Market Research 
With the extensive diffusion of mobile phones into modern society, it is now possible to 
conduct research using these devices. On the one hand, commercial companies now 
offer mobile phone-based market research services following the rapid uptake of short 
message service (SMS) and the development of 3G technologies. Such services are 
predominantly focused on surveys delivered via the mobile Internet, but also offer to 
conduct surveys through SMS or special applications downloaded to the phone.  
On the other hand, there are studies available that report on ways of using the mobile 
phone for research data collection purposes in the academic literature. These studies not 
only describe the research design used, but also focus on how such an approach to using 
this technology addresses methodological issues that are important to academic 
researchers.  
For example, Raento et al., (2009) discuss the use of Smartphones and their 
potential for collecting data for social scientists. Their particular focus is on a 
programmable Smartphone’s ability to collect data within a ESM style study, such as 
physical proximity to other people, phone calls made, and patterns of movement,  using 
specially developed software by the authors. A limitation to this approach is that in 
many countries the average consumer does not have access to a Smartphone and this 
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means that the researchers are required to supply them together with training 
participants to use them.  
Okazaki (2007) describes and evaluates the development and pilot test of a 
mobile phone-based Internet survey for consumer responses towards mobile phone 
advertising among young Japanese consumers. While Okazaki (2007) did not use an 
ESM research approach, the importance of this study is his evaluation of the 
methodological issues relating to using the mobile phone for survey research. These 
issues included developing a research instrument format for small screens, targeting 
appropriate respondents, and improving response rates and data quality. Although 
Okazaki’s initial study did not compare the mobile version to a standard web-based 
survey, the method was subsequently re-assessed in a viral marketing campaign context 
that further demonstrated its methodological soundness for data collection (Okazaki 
2008). Unlike Japan, however, not every country has such enviable penetration rates of 
3G mobile Internet-enabled phones and so the possibility of using mobile-based Internet 
surveys in an ESM study may not be an option for some researchers.  
 
Integrating Mobile Phone Technologies in Experience Sampling Methods  
Two studies assess the feasibility of and methodological issues with using mobile 
phones to collect momentary assessment data, both of which incorporate interactive 
voice recognition (IVR). Collins et al. (2003) compared the use mobile phone-based 
momentary assessment data collection with the traditional pen-and-paper method in a 
study of alcohol consumption by young adult social drinkers. Participants were alerted 
by a ringtone on specially provided mobile phones. They then dialled a number that 
prompted the IVR system to deliver a pre-recorded set of multiple-choice questions, 
which required participants to respond using numbers on the keypad. When assessing 
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the results, Collins et al. (2003) noted very little difference between the two methods of 
data collection. They argue, however, that the mobile phone offers several additional 
benefits to researchers above the traditional method: (1) it provided a more flexible way 
to collect the data; (2) it facilitated stronger compliance with the research requirements, 
as well as the ability to monitor the recency of participation through time stamps; and (3) 
it provide more immediate corrective feedback to participants if required. 
Cohen & Lemish (2003) used short messaging service (SMS) alerts with a 
similar IVR response mechanism to study what types of mobile phone calls participants 
made and received in everyday situations. They also compared the data collected 
through the mobile phone response system with data collected using a pen-and-paper 
questionnaire as respondents used both approaches. When investigating the momentary 
assessment data collected through via the mobile phone, they considered that it had 
strong face value because it represented real-time data that were closely related to the 
actual phone call experienced compared to the paper-based data collected in the study. 
Thus, they argued that using mobile phone /IVR technology can be beneficial to 
researchers because it captures experience data more immediately.     
While both studies discuss the advantages for using mobile phones to collect 
momentary assessment data, they still incorporate complex facilitating technologies 
such as IVR, which entails more specialist knowledge and potential expense. While 
acknowledging the work undertaken, we argue that the possibilities of incorporating 
mobile phone technology into consumer research methods remain largely unexplored in 
the academic literature.  Moreover, we suggest that there is a need for a more simple 
approach to integrating mobile phones into research designs that is not specifically 
reliant on Mobile Internet or the IVR technology, is through the use of SMS.  Thus, our 
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research method contributes to the ongoing development in this area. The next section 
reports on the research design and implementation study for the SMS-ES Method.  
 
The SMS-ES Method Research Design 
 
The SMS-ES Method requires attention to both the researcher side and participant side 
to ensure that the technologies and the research design work in a complementary way to 
facilitate the data collection. The researcher side involves combining mobile phone 
technology with web-based technology to send out mass SMS alerts to the participants 
in the study and to collect and collate their responses from each alert. We used the 
services of a web technology company that provided us with the following: a website on 
their server, and a dedicated mobile phone number. We set up a web-form on our 
website that was used to insert lists of participants’ mobile phone numbers and to 
prepare and send the SMS alert messages each day. We were also required to register a 
code word for the study with the company. Participants used the registered codeword as 
a header in their SMS messages that they sent to the dedicated mobile phone number. 
This codeword acted as a router to forward the SMS responses as data-strings from our 
website to an electronic database on our Business School’s server.   
On the participant side, we found that the usual reply function for responding to 
an SMS was not available for this type of response due to the need to forward the data-
string via the website server to our database on the School server. Thus, the participants 
had to create a new SMS message each time they responded to an alert using the 
codeword and the dedicated mobile phone number provided for the study.  
In addition to receiving the data strings containing the responses to the daily 
alerts, we anticipated being able to record participants’ mobile phone numbers in the 
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database to check that each person was sending in the required number of responses. 
However, all we received in this field was a scrambled set of numbers. Despite 
consultation with the technology company we were not able to resolve this issue. 
Consequently, at the time of recruiting participants, we allocated an identification 
number to each individual that they were required to insert into their SMS responses. 
This limitation proved to be a benefit during the study as the identification number was 
linked to each participant’s mobile phone number, so we could use this information to 
overcome some participation issues (which are discussed later in this section). We also 
included a time-stamp field in the database to check lag times between alerts and 
responses, although our research protocol was more flexible in this area. When the SMS 
responses subsequently arrived in our database they could be visually checked to ensure 
that participants were complying with the protocols of the study. Any corrections could 
be made when sending out the next alert. 
 
Developing the Experience Sampling Form (ESF) 
Using hand-held computers or the mobile Internet means that the ESF is readily 
accessible for completion at the time of the alert. Given the 160 character limitation 
with SMS, a large survey questionnaire that can be filled out on a mobile phone 
becomes problematic.  A number of commercial market research businesses contacted 
recently indicated that the best that they can do with SMS surveys is to text individual 
questions out to the participant, wait for the reply and then text the next question. 
However, the companies did suggest downloading a software application to the 
participants’ mobile phones, then the survey instrument can be downloaded for 
completion. With this approach participants’ mobile phones need to have access to a 
wireless application protocol (WAP).  At the time we conducted the study, the uptake of 
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WAP and mobile internet enabled mobile phones in Australia was quite limited. These 
limitations to SMS and WAP surveys are also identified by Goldberg, Pearson and 
Eyers (2006) in their comparison of ways to conduct short surveys on mobile phones.  
Consequently, it was important to develop an ESF that would be portable, easy 
for participants to use during the data collection stage and where responses could be 
transmitted through an SMS. To deal with the portability issues, we developed a paper-
based ESF that participants could carry with them and refer to at each alert. Our ESF 
involved a double-sided, single sheet of paper measuring 9 cm wide x 29.5 cm long in a 
four-fold form. When folded it was approximately the size of a credit card and provided 
participants with an ESF that was readily available when responding to their alerts. In 
the documentation provided to participants, this ESF was referred to as “the survey 
card” to reflect this notion of card size. 
As noted by Okazaki (2007 and 2008), the number of items to be answered in a 
questionnaire completed via a mobile phone needs to be kept to a minimum. This is 
even more important when the questionnaire has to be completed several times a day 
over a number of days (Bolger et al. 2003). For the SMS-ES Method, in addition to 
being short, the ESF also needed a coding system that participants could use easily and 
effectively when sending in their SMS responses. In the next section we describe the 
ESF, or survey card, developed for our study to demonstrate the feasibility of creating a 
coded research instrument for use in SMS data collection that is both efficient in terms 
of the measures it collects as well as being relatively simple for participants to use.   
 
The Survey Card 
In addition to the codeword and dedicated mobile phone number, the first side of the 
survey card contained emotion terms selected from Richins’ (1997) Consumption 
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Emotion Scale (CES). The emotions were presented in adjective form, were categorised 
into two lists of positive and negative emotions, and were sorted alphabetically for ease 
of reference. Each emotion term was then given an alphabetical code: positive emotions 
were coded from aa to ay and negatives emotions were coded from ba to bv. These 
emotions were measured on an eight-point intensity scale anchored at the end points 
with (0 = not at all to 8 = very intensely). However, the first anchor point (0 = not at all) 
was a default value and was not included on the survey card. Thus, the survey card only 
showed a seven-point intensity scale, anchored at the end points with (1 = a little to 7 = 
very intensely) the reason for which will be discussed shortly.  
On the reverse side of the survey card was an inventory of 23 everyday 
situations or events in which the mobile phone might be used, including marketing 
events. This list was drawn from social research on mobile phones in everyday life and 
its potential for emotional responses (e.g. Lee and Murphy 2006; Moisio 2003; Wilska 
2003), our prior interpretive research and informal anecdotal information from young 
individuals regarding their emotions arising from using the mobile phone. The 
situations and events involved initiating or receiving calls or SMSs with different social 
groups, i.e. family, significant others and friends. Additionally, situations included 
interactions with marketing communications, such as using mobile services or receiving 
marketing communications so that we could gauge consumer emotions involved with 
this type of mobile phone activity. These situations were coded from a to w on the 
survey card and were coded in the database as 0 (not identified) and 1 (identified). The 
survey card also sought to capture data on social situational factors, which were coded 
as alone (1), non-social groups (2) and social groups (3). Finally participants were 
asked to indicate their current mood state at the time of responding to each SMS alert, 
which was identified as sad (s), neutral (n, neither happy nor sad) and happy (h). These 
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were coded in the database as 1, 2, and 3. The two areas of the survey card with the 
items, their measurement scales and coding are shown in Figures 1 and 2. 
Figure 1: Example of Coding of emotions on ESF 
 
Code Word  research (and a space after)  Your ID code is  _ _ ___   
Emotion/feelings plus strength of feeling 
                               1 = a little   to   7 = very intensely 
Amazed aa 1 2 3 4 5 6 7 
Astonished ab 1 2 3 4 5 6 7 
Calm ac 1 2 3 4 5 6 7 
Contented ad 1 2 3 4 5 6 7 
Eager ae 1 2 3 4 5 6 7 
Encouraged af 1 2 3 4 5 6 7 
Enthusiastic ag 1 2 3 4 5 6 7 
Excited ah 1 2 3 4 5 6 7 
Fulfilled ai 1 2 3 4 5 6 7 
Happy aj 1 2 3 4 5 6 7 
Hopeful ak 1 2 3 4 5 6 7 
Joyful al 1 2 3 4 5 6 7 
Loving am 1 2 3 4 5 6 7 
Optimistic an 1 2 3 4 5 6 7 
Passionate ao 1 2 3 4 5 6 7 
Peaceful ap 1 2 3 4 5 6 7 
Pleased aq 1 2 3 4 5 6 7 
Proud ar 1 2 3 4 5 6 7 
Relieved as 1 2 3 4 5 6 7 
Romantic at 1 2 3 4 5 6 7 
Sentimental au 1 2 3 4 5 6 7 
Sexy av 1 2 3 4 5 6 7 
Surprised aw 1 2 3 4 5 6 7 
Thrilled ax 1 2 3 4 5 6 7 
Warm hearted ay 1 2 3 4 5 6 7 
Afraid ba 1 2 3 4 5 6 7 
Angry bb 1 2 3 4 5 6 7 
Ashamed bc 1 2 3 4 5 6 7 
Depressed bd 1 2 3 4 5 6 7 
Discontented be 1 2 3 4 5 6 7 
Embarrassed bf 1 2 3 4 5 6 7 
Envious bg 1 2 3 4 5 6 7 
Frustrated bh 1 2 3 4 5 6 7 
Guilty bi 1 2 3 4 5 6 7 
Homesick bj 1 2 3 4 5 6 7 
Humiliated bk 1 2 3 4 5 6 7 
Irritated bl 1 2 3 4 5 6 7 
Jealous bm 1 2 3 4 5 6 7 
Lonely bn 1 2 3 4 5 6 7 
Miserable an 1 2 3 4 5 6 7 
Nervous bo 1 2 3 4 5 6 7 
Panicky bp 1 2 3 4 5 6 7 
Sad bq 1 2 3 4 5 6 7 
Scared br 1 2 3 4 5 6 7 
Tense bs 1 2 3 4 5 6 7 
Unfulfilled bt 1 2 3 4 5 6 7 
Worried bu 1 2 3 4 5 6 7 
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Figure 2: List of situations and events and coding 
 
What was happening when you experienced these 
emotions or feelings? Select those items that define the 
event or situation most fully.  
 
Possible situations or events 
a) I forgot to take my mobile with me. 
b) I was using my mobile in an emergency. 
c) I can’t contact someone on their mobile. 
d) I was using my mobile phone for playful social interaction 
with others (sending SMS jokes, brief greetings, etc.)  
e) I was having a conversation with a significant partner on  
my mobile phone.  
f) I was having a conversation with a friend or family 
 member on the mobile.  
g) I received a bullying or harassing call. 
h) I received an unexpected call.  
i) I did not receive an anticipated call.  
j) I received an unexpected SMS.  
k) I received a bullying or harassing SMS  
l) I did not receive an anticipated reply.   
m) I was personalizing my mobile phone to reflect my 
personal style (new ringtones, logos, cases, keypads etc)  
n) I was playing the games on my mobile.  
o) I was accessing the Internet on my mobile. 
p) I was sending/receiving emails on my mobile.  
q) I was setting/using the functions on my mobile (diary,  
alarm, address book, etc.) 
r) I was entering an SMS competition. 
s) I received a marketing/advertising offer by voice call on 
my mobile phone.  
t) I received an SMS marketing/advertising offer on my 
 mobile.  
u) I was using a mobile phone service (eg: horoscopes, share 
prices, sports results).  
v) I received my mobile phone bill.  
w) I expected to receive calls or SMSs but there was none. 
 
 
Reducing Respondent Burden when Completing an Experience Sampling Form 
Respondent fatigue is a well recognised issue in ESM research, or indeed in any form of 
diary research, electronic or otherwise. This leads to problems with retention rates and 
data quality in the responses provided, regardless of whether ICTs or traditional 
methods are used (Bolger et al. 2003; Scollen et al. 2003). Due to the repeated measures 
taken during an ESM study, the survey needs to be completed quickly (i.e. in less than 5 
minutes, ideally around two or three minutes) to reduce this burden on participants 
(Scollen et al. 2003). This issue of the length of time needed to complete surveys is 
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similarly recognised for mobile Internet surveys (Okazaki 2007), and in commercial 
market research, where it is recommended to keep them short.  
The survey card in the SMS-ES Method contained 78 items, which, if 
participants had to answer all of them in each SMS, would take quite a considerable 
amount of time and result in respondent fatigue, as well as exceeding a 160 character 
text message limit. Since it was important that the survey was capable of capturing the 
range of data required to demonstrate the SMS-ES Method without creating a burden 
for participants, they were advised that they did not need to key-in a response to every 
item. Instead, they were instructed to select only those items that best captured their 
emotional experiences and relevant situations or events to report in their SMS response 
each time.  
All other items would be automatically recorded by the default codes in the 
database. By using the default capability in the technology, it was estimated that 
completing the survey card would take around three to four minutes initially and then 
less time once participants became familiar with the layout of the items and the process 
for preparing their SMS responses. Thus, while the survey instrument was 
comprehensive enough as it offered a full range of items to measure both emotions and 
situations or events it was not excessively time-consuming for participants to complete 
each time they were alerted.  
 
Research Protocols and Procedures 
The protocol for the research involved participants receiving two SMS alerts at random 
times each day for seven consecutive days. Since it was unlikely that the affective 
experiences of interest to our research would be occurring at the exact time of alerting, 
we requested participants to report on a relevant experience that had occurred since the 
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time of the previous alert, as suggested in Bolger et al. (2003). Each time they received 
an alert, participants referred to their survey card to identify the codes for the adjectives 
that best reflected their emotional experiences elicited during situations in their 
everyday use of their mobile phones. An example of a typical SMS response collected 
during the study is shown in Figure 3. 
Figure 3:  Example of Participant SMS Response from using Survey Card 
 
 
Ph No.     0416 905 805   
Message: research 001 ah3 am5 bn2 e 2 h.  (Note the location of the spaces in 
this text message.) 
 
 In this example, the person has keyed in the code word and their ID-
code. The message then indicates that he/she felt moderately excited 
(ah3), extremely loving (am5) and a little bit lonely (bn2) as a result of 
having a conversation with a significant partner on the mobile (e). The 
person was with a non-social group or in public (2) at the time of these 
situations and events. At the time of doing the survey for that particular 
SMS alert, the person was feeling happy (h). 
 
Source: Extracted from the instructions provided to participants in the SMS-ES Method 
 
Implementing the SMS-ES Method 
Pilot Test 
The SMS-ES Method was pilot tested with fifteen participants recruited through a 
theoretical sampling method where the researcher initially selects participants based on 
their suitability to inform the research being undertaken (Strauss and Corbin 1990). In 
this instance, the primary researcher contacted individuals considered to be suitable to 
provide input into the study. Then each individual who agreed to participate was then 
asked to recruit another participant. The participants were paid AU$5 each to cover the 
cost of their SMS messages, and were entered into a draw for a cash prize of AU$50 for 
completing fourteen responses in the data collection stage. Owing to the diverse 
locations of the participants, rather than have a group orientation/training session, we 
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developed written documentation that included specific instructions on and examples of 
how to participate.  
We achieved an 86% response rate with thirteen participants sending in all of 
their responses to the random alerts. There were six males and seven females, all of 
whom were employed. Participants’ ages ranged from 18 to 30 years and their 
educational qualifications ranged from 11 to 12 years of schooling to an associate 
diploma. The pilot study was a valuable exercise to ensure that the researcher and 
participant sides of the technology worked correctly, that participants could follow the 
protocols in the written instructions, and that the survey instrument could be 
appropriately used to capture the emotional experiences arising from using mobile 
phones in everyday situations.  
Based on our own observations as well as feedback from participants in their 
post-study telephone interviews, three adjustments were made to improve the 
effectiveness of the SMS-ES Method. First, the code word for the study was changed to 
be more meaningful for the participants so that they could put it into their SMS 
correctly. Originally the code word was ESMSTUDY but it was changed to RESEARCH 
for the next phase to make it easier for participants to remember. Second, the different 
sections of the instruction documents would be colour coded to improve participants’ 
ability to locate information. The final adjustment related to improving the effective use 
of the survey card: main study participants would be required to send in a test response 
prior to starting the study to check that they were following the instructions and the 
coding system correctly to improve their reliable participation in the study.  
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Conducting the Main Study 
A more extensive test of the SMS-ES Method was carried out following the pilot test. 
Both industry reports (e.g. M-Net 2008) and academic research (e.g. Lee and Murphy 
2006; Vicente, Reis and Santos 2009) show that younger consumers are more likely to 
be contactable on their mobile phones owing to their higher use of this technology in 
their every day life. In line with Lee and Murphy (2006), we argue that university 
students demonstrate the psychographic and demographic characteristics required to 
inform our research and thus represent a suitable population from which to recruit a 
sample. For this main study, participants were recruited from undergraduate classes at 
three Australian metropolitan universities comprising a population of 395 students. 
However, we recognise the implications of this decision and the use of a student sample 
is addressed further in the limitations section.   
One hundred and fifty participants were recruited for the study, which represents 
a 38% response rate from the available population. Each participant received AU$5 in 
cash at the time of recruiting to cover the costs of their SMS messages during the study 
and were entered into a draw for a cash prize of AU$150 providing that they 
participated fully in the study. Using this combination of pre and post incentives has 
proved to be an effective method for improving response rates and data quality in online 
surveys (e.g. Cobanoglu & Cobanoglu 2003; Heerwegh 2006), and by inference should 
transfer over to collecting data through the mobile phone.  Various forms of incentives 
also were used in the mobile phone study discussed earlier (e.g. Collins et al. 2003; 
Cohen & Lemish 2003 and Okazaki 2008) with good effect.  
Owing to the large number of participants available for the study, the data 
collection was conducted in four waves of seven days each, rather than in one seven day 
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period. The rationale for this was to help us deal with participants in more manageable 
groups due to the newness of the research method.  
Participants were notified by SMS when their participation was to commence 
and that they needed to send in a test message in response to this notification to 
demonstrate that they were using the survey card correctly. Any problems were 
corrected prior to participants commencing the data collection stage. Across the entire 
study, six participants failed to undertake the study at all despite encouragement and 
five were deleted after the data collection stage due to either insufficient participation or 
lack of variance in their responses. The final sample consisted of 139 participants, 
which resulted in 1,869 data points over the study. ESM studies tend to have smaller 
numbers of participants, partially due to the extensive participation requirements, but 
also because repeated measures provide sufficient information for analysis (Bolger et al. 
2003). The sample comprised 51% females and 49% males. Seventy five per cent of the 
sample was aged between 18 and 25 years old and 71% had some form of employment. 
Eighty nine percent were medium to high mobile phone users.  
 
Evaluating the SMS-ES Method 
Even if a researcher chooses to use a commercial firm for their data collection through 
the mobile phone, it is still important from a methodological perspective to be able to 
evaluate the method used against suitable criteria. The SMS-ES Method was evaluated 
in two ways. First, we evaluated the reliability of the survey card to collect quality data 
to meet the objectives of our study. Second, we evaluated the method against two key 
criteria identified as important when conducting ESM studies. 
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Reliability of the Survey Card to Collect Quality Data 
The objectives of our study were not only to test the SMS-ES Method but also to 
examine (1) the extent to which an individual's daily experiences with his/her mobile 
phone elicits positive and negative emotions, and (2) how specific clusters of situations 
and events may have differential relationships with positive and negative emotions. To 
provide meaningful data to examine these objectives, it is important to evaluate the 
reliability of the survey card used in the SMS-ES Method to determine whether it 
collects quality data. This evaluation is done through accepted statistical methods. 
The 1,869 data points representing the participants’ twice-daily reports were 
examined at the within-subject level using mean scores, and standard deviations for 
positive and negative emotions when they were scored in the survey. The full results 
indicate a good spread of responses and intensity scores across most of the emotion 
terms used. It will be recalled that participants did not have to respond to every emotion 
term when completing the survey, instead they selected those terms most relevant to 
their experience at the time. We argue that these findings demonstrate that the survey 
card provided a suitable instrument to collect affective data that has sufficient variation 
for research purposes. However, these findings also indicate that some emotions, such 
as those with low intensity scores, may be less relevant than others and could be 
removed from the survey in any subsequent replication. Table 1 depicts these results. 
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Table 1:  Mean score, std dev. and frequency for each emotion based on 
participants who scored that emotion in their responses 
  
Positive 
emotion 
terms 
Mean 
intensity 
score 
St.  
Dev. 
Negative 
emotion 
terms 
Mean 
intensity 
score 
St. 
Dev. 
Amazed .11 .754 Afraid .03 .364 
Astonished .11 .750 Angry .24 1.139 
Calm .76 1.950 Ashamed .06 .534 
Contented .33 1.382 Depressed .17 .940 
Eager .28 1.238 Discontented .20 1.044 
Encouraged .12 .808 Embarrassed .06 .537 
Enthusiastic .23 1.131 Envious .03 .337 
Excited .61 1.831 Frustrated .57 1.711 
Fulfilled .11 .785 Guilty .08 .630 
Happy .92 2.189 Homesick .06 .579 
Hopeful .25 1.190 Humiliated .01 .213 
Joyful .15 .962 Irritated .53 1.669 
Loving .18 1.057 Jealous .03 .426 
Optimistic .37 1.411 Lonely .27 1.166 
Passionate .06 .588 Miserable .13 .838 
Peaceful .30 1.262 Nervous .16 .921 
Pleased .37 1.393 Panicky .14 .835 
Proud .12 .841 Sad .18 .989 
Relieved .31 1.334 Scared .01 .184 
Romantic .12 .877 Tense .28 1.172 
Sentimental .05 .520 Unfulfilled .14 .846 
Sexy .04 .495 Worried .37 1.392 
Surprised .39 1.451    
Thrilled .18 1.063    
Warmhearted .24 1.173    
Emotion terms rated on an 8 point scale from 0 (not at all) to 8 (extremely). 
Where the frequency was under 1% it was not recorded in the table. 
 
The repeated measures of emotions in the study were explored using factor 
analysis to determine their underlying structure (e.g. Richins 1997; Mudie et al. 2003) 
as in many instances this type of analysis reduces the structure to a two factor solution 
of positive and negative emotions (Richins 1997). Using principal components analysis 
with a varimax rotation it was found that for the positive emotions, 67% of the variance 
was explained by a three factor solution; for the negative emotions, 62% of the variance 
was explained by a two factor solution. Cronbach alpha scores were estimated.  
Although the reliability scores were lower than the levels (0.7) suggested by Nunnally 
(1978), it is acknowledged that using non-experimental research designs for emotions 
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research result in lower discriminant validity scores for emotion factors in the CES scale 
(Richins 1997; Bagozzi et al. 1999). This is the case in our SMS-ES Method. For the 
two item factors, correlations rather than Cronbach alpha scores were calculated. Table 
2 depicts these factors with their Cronbach alpha scores showing which emotions form 
each factor identified. 
 
Table 2: Underlying structure of positive and negative emotions  
 
Positive emotions Negative emotions 
α .71 Joyful, loving, excited, 
passionate, fulfilled, sexy, 
pleased, eager, surprised. 
α .53 Angry, guilty, 
frustrated, depressed, 
irritated, 
embarrassed 
α .60 Peaceful, calm, happy, 
contented 
r .69 Sad and miserable 
r .58 Romantic and  thrilled   
 
 
The situations and events relating to using mobile phones in everyday life were 
examined to identify their mean scores and standard deviations from the cases in which 
they were identified as shown in Table 3. While there is adequate variation in the data 
collected from this section of the survey, it is possible that some of the situations or 
events that have low mean scores could be removed based on the context being 
examined.   
Based on this statistical examination of the data collected and shown in Tables 1 
- 3, we argue that both the survey card used in the SMS-ES Method and the method 
itself provides a reliable and effective research tool for researchers wishing to conduct a 
study that collects repeated measures of consumers’ affective momentary experiences 
with products or services in everyday situations.  
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Table 3:  Mean score and Std Dev for each situation or event based on 
participants who scored it in their responses 
  
 
Situations and Events 
Mean 
intensity 
score 
St. 
Dev. 
I forgot to take my mobile phone with me. .07 .250 
I was using my mobile in an emergency. .02 .137 
I can’t contact someone on their mobile. .04 .194 
I was using my mobile phone for playful social interaction with 
others (sending SMS jokes, brief greetings, etc.) .06 .231 
I was having a conversation with a significant partner on my 
mobile phone. .08 .275 
I was having a conversation with a friend or family member on the 
phone. .19 .391 
I received a bullying or harassing call .01 .108 
I received an unexpected call .08 .268 
I did not receive an anticipated call .04 .195 
I received an unexpected SMS.  .13 .334 
I received a bullying or harassing SMS  .01 .075 
I did not receive an anticipated reply.   .03 .173 
I was personalizing my mobile phone to reflect my 
personal style (new ringtones, logos, cases, keypads etc)  .02 .129 
I was playing the games on my mobile.  .02 .127 
I was accessing the Internet on my mobile. .00 .023 
I was sending/receiving emails on my mobile.  .01 .078 
I was setting/using the functions on my mobile (diary, alarm, 
address book, etc.) .05 .217 
I was entering an SMS competition. .01 .093 
I received a marketing/advertising offer by voice call on 
my mobile phone.  .01 .090 
I received an SMS marketing/advertising offer on my mobile.  .01 .121 
I was using a mobile phone service (eg: horoscopes, share 
prices, sports results).  .01 .108 
I received my mobile phone bill.  .01 .098 
I expected to receive calls or SMSs but there was none. .06 .236 
Situations and events rated on dichotomous scale from 0 (not identified) to 1 (identified). 
 
 
Evaluating the Methodological Reliability of the SMS-ES Method  
In addition to presenting the results of a practical implementation study, we evaluated 
the methodological reliability of the SMS-ES Method against two key criteria identified 
as important when conducting ESM research (Bolger et al. 2003). Where possible, we 
also compare our findings with findings in Collins et al. (2003) and Cohen & Lemish 
(2003) to determine whether there is some equivalence between their research methods 
and the SMS-ES Method to support its methodological reliability.     
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Participant Motivation and Compliance in an ESM Study  
Owing to the intense nature of an ESM study, participant motivation is an important 
issue (Bolger et al. 2003). With the SMS-ES Method, a benefit of using the SMS alerts 
was that we were able to include motivational messages to participants at the same time. 
Such messages included regular “Thank you; you’re doing a great job” and “Nearly half 
way through! Keep it up” style messages. Informal feedback from the participants in 
both the pilot test and the main study suggested that our motivational messages made 
them feel important to our research and maintained their desire to participate.  
When examining compliance rates, ESM studies can identify the minimum 
amount of responses that would be acceptable over the period (e.g. Fisher 2000; Cohen 
& Lemish 2003). We took seven responses (out of 14) as the minimum so that we had at 
least one recorded experience per day over the length of the study. We found that by the 
end of the data collection period, 86% of participants had completed all 14 alerts, which 
is within the normal boundaries (typically between 80 to 90%) reported in the ESM 
literature (e.g. Fisher 2000; Beal & Weiss 2003). The SMS-ES Method also provided 
stronger results than the Collins et al. (2003) study, which achieved a 75% compliance 
rate using the mobile phone/IVR data collection method.  
 
Data quality in ESM Studies 
In ESM studies, data quality refers to the lag time between alert and response which is 
dependent upon the protocols specified for the study (Bolger et al. 2003), rather than the 
notion of data quality related to the variation in responses and missing items (e.g. Hair 
et al. 2008). Despite a less rigorous response protocol in our SMS-ES Method study, we 
were interested in the delay between sending out the SMS alert and its delivery time to 
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participants as well as participant response times to their alerts. In the first wave of the 
main study, we included the mobile phone numbers of the two main researchers. Each 
researcher used a different but well-known mobile phone service provider and thus we 
could get an indication of the time it took to deliver the SMS alert to participants using 
the time stamp included in the database. These times ranged from almost instant 
delivery to a five minute delay.  
Examining the incoming data, we found that the immediacy of participant 
responses to alerts fluctuated across the period of the study in an unpredictable pattern, 
ranging from two or three minutes after the alert was sent out to a number of hours later. 
Over the four waves of data collection, we estimated that the mean participant response 
time was 21.38 minutes after the SMS alert was sent out. Considering the possible 
restraints on the participants always being able to access their phone and respond to 
SMSs in a timely manner during their everyday activities, this response time was 
considered acceptable for our purposes. For studies that require more immediate 
momentary assessment responses, however, it would be important to ensure that 
participants could comply with protocols for faster response times.  
A decline in the quality of the data received from each participant is often more 
troublesome over longer periods of data collection, particularly those studies that have 
five or more alerts per day over ten days or more (Bolger et al. 2003). Our study was 
less burdensome from this perspective, requiring only two responses per day for a 
period of seven days. By maintaining daily interaction with our participants using our 
SMS alerts we believe that we were able to sustain sufficient participant motivation so 
that the quality of the responses over the period of the study did not suffer. Moreover, a 
visual examination of the variance in the data received from each participant at the 
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beginning, middle and end of each wave of data collection suggested that reduced 
quality was not a significant issue. 
 
Limitations  
It is recognised that any piece of research has its limitations and that these need to be 
addressed. First, student samples often create apprehension about the ecological validity 
of research because they are not considered to be representative of the general 
population and thus critics doubt the generalisability of research findings (Brunswick 
1955; Campbell & Stanley 1963; Peterson, 2001). While the use of students as subjects 
in marketing research is of concern, findings as to their limitations remain equivocal, 
and the researcher needs to determine when they are appropriate in consumer behaviour 
studies and when they are not (Peterson 2001). Lee and Murphy (2006), however, found 
that Australian University students are highly engaged with the utilitarian and hedonic 
use of mobile phones and related services, tend to have them at all the times, and tend to 
use them extensively for social communication and engagement in their everyday lives. 
As we sought to examine the types of emotions that individuals experience from using 
their mobile phones in everyday situations, university students demonstrate the 
appropriate demographic and psychographic characteristics required to inform our 
research. They also provided a manageable population to sample within an experience 
sampling methodology.  
The reporting of the two approaches to evaluating the SMS-ES Method are 
based on a small scale study investigating consumer emotions and may not necessarily 
be generalisable to other contexts. However, it would be possible to increase the scale 
of the study, for example using a consumer panel where a larger number of participants 
could be recruited and managed in the research, and this in turn would provide insights 
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into the methodological merit of the SMS-ES Method for research projects.  Finally, 
research is available regarding the effects of providing incentives in online surveys (see 
Cobanoglu & Cobanoglu 2003 and Heerwegh 2006 for review of previous literature and 
empirical testing). The focus is predominantly on whether offering an incentive does or 
does not impact on participants’ likelihood of: 1) completing an online survey, 2) 
providing adequate variation in their responses and 3) reducing the number of missing 
items.  Discussion of prior findings and empirical testing suggest that the most effective 
outcome for online surveys is to use a combination of both pre survey incentives and the 
offer of entering a prize lottery for completing the survey (Cobanoglu & Cobanoglu 
2003; Heerwegh 2006). The second most effective use is by entry into a prize lottery 
post completion (Cobanoglu & Cobanoglu 2003). Of additional concern is that online 
participants have become accustomed to being offered incentives to participate and 
those studies that do not do so, risk low response rates (Heerwegh 2006). 
Have these effects and expectations transferred over to the use of surveys on 
mobile phones? Although Cohen & Lemish (2003), Collins et al. (2003) and Okazaki 
(2007 and 2008) identify offering either cash or in-kind incentives for participation, 
there is no discussion of how this might have improved data quality, thus insights into 
the effect of incentives in mobile phone data collections remains nascent.  
 
Implications for Market Researchers and Academics 
 
Based on the two approaches to evaluating the SMS-ES Method, we argue that the 
method could be effectively applied to research seeking to examine the more 
experiential aspects of consumer behaviour related to for-profit or not-for-profit 
products and services. Examples might include emotional contagion in service settings 
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(e.g.Tombs & McColl-Kennedy 2003) or experiential affects in the arts, such as theatre 
performances (e.g. Mudie et al. 2003; Carù & Cova 2005). The method could also be 
used to collect more forms of self-monitoring data for social marketing purposes, for 
example, smoking cessation or weight loss programmes. As identified earlier, the SMS-
ES Method overcomes some of the disadvantages of ESM methods that integrate hand-
held computing technologies while improving on many of the advantages, as outlined in 
Table 4.  
 
Table 4:  Benefits of Using SMS-ES Method for Market Researchers 
  
Benefits 
1. Providing the technological devices: In our study, every participant already had 
their own mobile phone, thereby eliminating the need to provide any technology 
to them (unlike Collins et al. (2003) or Cohen & Lemish (2003), who had to 
provide specially-prepared mobile phones to their participants, or Connor 
Christensen et al. (2003), who had to provide hand-held computers to their 
participants). Thus, we did not incur the extra expense and/or problems involved 
with purchasing, maintaining and protecting the technological devices used in the 
study. 
We recognise that there are instances where the characteristics of the 
participants may indicate that using mobile phone technology is not possible (e.g. 
with the elderly or the very young). However, market researchers and academics 
seeking to study momentary experiences in everyday situations with older 
demographics may also find that their participants own mobile phones and use 
text messaging on a regular basis. 
 
2. Participant competencies: Unlike participants in the hand-held computer ESM 
studies who needed to be trained on how to manage the ESFs on the device, 
participants in our study were already competent in the use of the SMS text 
messaging system, which negated the need to train them in how to use the 
technology and software. However, participants in our study did need to undertake 
a pre-study test to determine whether they were using the coding correctly in the 
survey card in our study.   
 
3. Data collection: Unlike ESM studies using hand held computers, our method 
eliminates the need to retrieve the device from the participants to download their 
responses to a main computer since all responses were sent as SMS data strings 
from participants’ mobile phones to our database following each alert.  
 
4. Geographically-dispersed participant recruitment: Given that we did not need 
to supply the technology for the study, conduct individual training or download 
response data, we were not limited to recruiting participants close to our own 
institution. Rather, we were able to recruit a geographically-dispersed sample as 
shown in both the pilot and the main test of the SMS-ES Method. 
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5. Smaller research team: We were able to run the study with a two-person 
research team but still maintain good contact with the participants to encourage 
motivation and participation. Thus, the method saved on the costs of employing 
research assistants to help with the data collection.  
 
6. Data collation benefits: Our approach eliminated the need for manual data entry 
procedures, which is a very significant cost when paper-based ESF booklets are 
used in ESM studies given that so many data points collected. Additionally, the 
potential for entry errors through manual handling is negated by the integration of 
technologies that allow automated collection and collation of data. Thus, the 
SMS-ES Method provides similar benefits in data handling to web or hand-held 
computer-based data collection methods and the database can be easily converted 
into a suitable file for uploading into statistical analysis packages. 
 
 
 
Thus, it should appeal to researchers looking for a simple, efficient and cost-effective 
method to collect consumers’ experiential data. An additional contribution from this 
study is that it addresses the need to more fully understand some of the methodological 
considerations involved with conducting research through mobile phones. While 
Okazaki (2007 and 2008) addresses these issues in a mobile Internet approach to data 
collection, our study does this for the use of SMS, which will be of value to those 
researchers conducting studies in countries where only basic mobile phone applications 
are the most diffused. 
 
Conclusion  
 
This paper reported on the testing and evaluation of the SMS-ES Method, which 
integrates mobile phone technology into ESM research for collecting consumers’ 
momentary experiences. Based on the findings of an implementation of the method and 
its evaluation against common methodological concerns in ESM studies, it is argued 
that the method we have developed exhibits sound reliability for collecting momentary 
assessment data from consumers’ everyday experiences with product or services. This 
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research design is important for researchers who wish to gain a more methodologically 
supported approach to facilitate their understanding of consumer behaviour in both 
spontaneous and longitudinal activities. To encourage further applications, Table 5 sets 
out additional guidelines for researchers to consider when designing their own studies 
using the SMS-ES Method. 
 
Table 5: Guidelines for Developing Studies Using the SMS-ES Method  
Guidelines 
1. Developing the ESF: Since the ESF needs to be a coded, paper-based instrument, 
care needs to be taken that it can be completed easily using SMS. This means that 
default responses are provided for the relevant fields in the database so that 
participants do not need to answer every question. Having default responses 
also prevents any misplacing of data when the data-string is parsed to the 
database. It is also useful to provide a copy of the ESF on a website so that if 
participants lose their copy they can access a replacement. This availability should 
be mentioned in their consent documentation. 
2. Using meaningful code words: If a code word is required in the commercial 
software used for a study, ensure it is easy for the participants to remember so that 
they can easily key it in as the header to their text message. 
 
3. Written documentation for participation*: The sections of the written 
documentation provided to participants should be placed on different coloured 
papers for ease of information access. In the pilot study participants found the 
amount of reading quite daunting in order to sort out what was required. Several 
participants suggested colour coding this documentation. In the main study we put 
the instructions and example for participation on yellow paper and the 
demographics form on green paper. The information sheets for participants’ rights 
were on white letterhead. This approach helped participants to focus on important 
parts of the documentation more easily.  
 
4. Collecting demographic data: The colour coding also helped in getting the 
demographic data returned to us as we were able to use reminders in the SMS 
alerts for participants to hand in their “green forms” to their respective collection 
points. 
 
5. Funding the SMS responses during the study: While we provided each 
participant with AU$5 to cover their text message costs at the beginning of the 
study, those participants with prepaid credit on their mobile phones needed to 
make a commitment to ensure that they had sufficient credit to participate in the 
full period of the study. Researchers need to be aware of this issue because in the 
pilot study one of our participants ran out of credit just after starting the study and 
was not able to continue because he could not afford to recharge his mobile phone 
(with a minimum charge of $30). However, this was not a problem in the main 
study as we addressed the issue in the instructions. 
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6. Monitoring daily responses to alerts: Because the SMS alerts permit real-time 
communication with the participants, we found it important to regularly monitor 
the incoming data each day. Thus, the SMS-ES Method requires some vigilance 
on the part of the researchers to check the incoming responses for any issues that 
need to be addressed in the next alert. 
7. Scripting language in preparing the database: On the researcher side, we used 
MySQL and PHP to facilitate both data collection and collation for the SMS-ES 
Method study. This choice was determined by the Linux server used in our 
Faculty and the high level of compatibility between these two software packages. 
We wrote a PHP script to reroute the SMS response data strings from the 
technology company’s website into a basic database with fields for the code word, 
the time the data-string was received, the ID number and the content of the SMS. 
This database allowed us to visually check the incoming data from each alert to 
ensure they complied with the protocols of the study. We then used this 
information for feedback to participants where necessary.  
After the data collection period was completed we used this database for visual 
verification of the whole data set and for basic data cleaning. We then wrote a 
second PHP script to parse the data into the main MySQL database that collated 
all responses into their respective fields and filled in the default coding where 
required. Verification checks confirmed that the response data were collated into 
the correct fields and the database was saved as a comma delimited (.csv) file 
ready for export into a statistical analysis package.   
 
   * Can be obtained by contacting the first author 
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